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ABSTRAK 
 
 Mardhiana Lupitasari, 2014; Faktor-Faktor yang Mempengaruhi 
Pembelian Impulsif Busana Muslim di Jakarta (Studi Kasus: Pengunjung 
Toko Busana Muslim di Thamrin City). Skripsi, Jakarta: Konsentrasi 
Manajemen Pemasaran, Program Studi S1 Manajemen, Jurusan 
Manajemen, Fakultas Ekonomi, Universitas Negeri Jakarta. Tim 
Pembimbing: Setyo Ferry Wibowo, SE, M.Si & Usep Suhud, Ph.D 
 
 
Tujuan dari penelitian ini adalah untuk melakukan pengujian pada fashion 
involvement, hedonic consumption tendency, dan sales promotion terhadap 
impulsive buying. Objek penelitian ini adalah pengunjung toko busana Muslim di 
Jakarta. Metode pengumpulan data dalam penelitian ini menggunakan metode 
survei. Populasi dalam penelitian ini adalah pengunjung toko busana Muslim di 
Jakarta yang melakukan pembelian. Total sampel pada penelitian ini berjumlah 
200 orang. Pilot studi dilakukan kepada 50 orang responden. Alat analisis yang 
digunakan adalah SPSS 21 dan AMOS 21. Hasil dari penelitian ini menunjukan 
secara umum factor-faktor yang mempengaruhi impulsive buying adalah variabel 
fashion involvement, hedonic consumption tendency dan sales promotion. Pada 
Model, variabel fashion involvement terhadap hedonic consumption tendency, 
fashion involvement terhadap impulsive buying, serta hedonic consumption 
tendency terhadap impulsive buying berpengaruh positif,  tetapi sales promotion 
terhadap impulsive buying tidak memiliki pengaruh positif. Memiliki nilai fit 
model dengan P sebesar 0.22, CMIN/DF sebesar 1.07, TLI sebesar 0.96, CFI 
sebesar 0.96 dan RMSEA sebesar 0.02. Hasil dari penelitian ini bermanfaat 
sebagai sumber informasi yang berguna bagi pengelola manajerial pusat 
perbelanjaan Thamrin City dan bagi pemilik toko busana Muslim di Thamrin 
City, sebagai bahan penilaian untuk melakukan strategi bisnis yang tepat. 
Didukung dengan faktor keterlibatan fashion, kecenderungan konsumsi hedonis, 
promosi penjualan sehingga mampu mendorong perilaku pembelian impulsif di 
toko busana Muslim di Thamrin City. 
 
Kata kunci: fashion involvement, hedonic consumption tendency, sales promotion, 
impulsive buying 
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ABSTRACT 
 
 
Mardhiana Lupitasari, 2014; Factors Affecting Impulsive Buying Moslem 
Fashion in Jakarta (Case Study: Shoppers in Moslem Fashion Store in 
Thamrin City). Thesis, Jakarta: Marketing Management, Management, Faculty 
of Economics, Universitas Negeri Jakarta. Advisory: Setyo Ferry Wibowo, SE, 
M.Si & Usep Suhud, Ph.D 
 
The purpose of this study was to find the factors that influence the determinants of 
variable fashion involvement, hedonic consumption tendency, sales promotion 
and impulsive buying. The main object of this study was Moslem fashion 
shoppers. Methods of data collection in this study using a survey method. The 
population in this study are Moslem fashion shoppers that purchased. The total 
sample in this study amounted to 200 people. Pilot studies were conducted to 50 
respondents. The analytical tool used was SPSS 21 and AMOS 21. Results of this 
study indicate that in general the determinant factors influencing impulsive 
buying is fashion involvement, hedonic consumption tendency, and sales 
promotion. In Model, fashion involvement on hedonic consumption tendency, 
fashion involvement on impulsive buying, hedonic consumption tendency on 
impulsive buying has positive effect, but sales promotion on impulsive buying 
hasn’t possitive effect. Fit model values with P at 0.22 , CMIN / DF of 1.07, TLI of 
0.96, CFI of 0.96, and RMSEA at 0.02. The results of this study useful as 
information for the shopping centre manager Thamrin City and for owner store as 
consideration to make the right business strategy. Supported by the determinant 
factors such as fashion involvement, hedonic consumption tendency, sales 
promotion so can increase impulsive buying in Moslem fashion store in Thamrin 
City. 
 
Keywords: fashion involvement, hedonic consumption tendency, sales promotion, 
impulsive buying 
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